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Biostime Company started by probiotics business in 2002 and entered Infant Formula 
Milk Powder (IMF) Market in 2008. Biostime wined the fifth position in IMF market after 
five years, had become a high-profile and model company in IMF industry. However, 
since the overall macro-economic slowdown and the retail spending decline in 2014, the 
IMF market became more competitive. The sales growth of IMF business in Biostime 
Company also became slowdown in 2014. Under this circumstance, Biostime group takes 
which business strategy to survive in the fierce competition and runs into the leading 
brands group of IMF market is crucial. 
Based on the strategic anlysis and management theory, the research uses analytical 
methods such as PEST analysis、 Porter's five forces model、SWOT model and GSM 
model to analysis the opportunities and threats as well asadvantages and disadvantages of 
Biostime IMF Business. Combined GSM model and Biostime Status analysis, the article 
proposes development strategies of Biostime IMF Business in the future, and makes a five 
–year development plan. At the end of the research, based on the strategy plan, the article 
suggests a series of measures to ensure strategy actualization, to make sure achieve 
strategic objectives. I hope the research will provide ideas and guidance to the IMF 
business of Biostime and similar company development. 
Research shows that from an external point of view, the Birth Control Policy release 
brings the market demand, the level of life improve bring consumer spending will 
increase,the new consumer groups (80 80 to 90)  bring the new competitive opportunities, 
the international price of milk and the euro fell bring down the cost , while more 
competitors enter, existing competitors mergers and acquisitions, downward pressure on 
prices and national policy uncertainties are a threat to the company's development. from 
the internal point of view, the existing brand influence foundation, strong maternal 
channels, the  advantage of product line, product quality, unique membership system and 















the above SWOT analysis, market penetration, product development and the strategy of 
brand differentiation in the business competition , and through various measures to ensure 
the effective achievement of strategic objectives, will be the next three to five years of 
strategic development goals and plans. 
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